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 Menjamurnya pusat-pusat perbelanjaan mewah dan modern di kota 
Surabaya, terutama yang dibangun pihak swasta menimbulkan keresahan 
dan kekhawatiran para pedagang tradisional. Guna mendapatkan loyalitas 
pelanggan, maka sebuah Factory outlet berusaha untuk mengidentifikasi 
berbagai sudut pandang dari konsumen. Salah satu Factory outlet yang 
menjadi daya tarik adalah 3Second Royal plaza Surabaya. Oleh karena itu, 
tujuan penelitian ini adalah untuk mengetahui pengaruh Customer 
Perceived Value terhadap Customer Loyalty dengan mediasi Customer 
Satisfaction pada 3Second Royal Plaza Surabaya. 
 Desain penelitian menggunakan metode survei 150 responden 
dengan teknik analisis yang digunakan adalah menggunakan metode 
Structural Equation Modeling (SEM) dengan bantuan program Lisrel 8.8. 
Responden yang diambil berasal dari beberapa konsumen yang berada di 
Royal Plaza dan konsumen yang pernah berbelanja di 3second yang ada di 
Surabaya.  
 Hasil penelitian menunjukkan bahwa: (1) terdapat pengaruh 
Customer Perceived Value terhadap Customer Satisfaction; (2) terdapat 
pengaruh Customer Perceived Value terhadap Customer Loyalty; (3) 
terdapat pengaruh Customer Satisfaction terhadap Customer Loyalty; dan 
(4) terdapat pengaruh Customer Perceived Value terhadap Customer 
Loyalty yang dimediasi Customer Satisfaction. 
 















THE INFLUENCE OF CUSTOMER PERCEIVED VALUE TO 
CUSTOMER LOYALTY WITH THROUGH CUSTOMER 
SATISFACTION ON 3SECOND ROYAL PLAZA IN SURABAYA. 
 
ABSTRACT 
 The rise of shopping centers and modern luxury in the city of 
Surabaya, especially which was built by the private sector raises worries 
and concern of traditional merchants. In order to get customer loyalty, so 
the Factory outlets are trying to identify the various points of view of 
consumers. One of the Factory outlet that could be an attraction is 3Second 
Royal Plaza Surabaya. Therefore, the purpose of this study was to 
determine the influence of Customer Perceived Value on Customer Loyalty 
with mediation of Customer Satisfaction at 3Second Royal Plaza Surabaya. 
 Design of this study is using survey method of the 150 respondents 
with the analysis technique used in this study was the Structural Equation 
Modeling (SEM) with the help of the program LISREL 8.8. Respondents 
were taken from some consumers who are in Royal Plaza and consumers 
that had shopped at 3second in Surabaya. 
 The results showed that: (1) there is the influence of Customer 
Perceived Value to Customer Satisfaction; (2) there is the influence of 
Customer Perceived Value to Customer Loyalty; (3) there is the influence of 
Customer Satisfaction to Customer Loyalty; and (4) there is the influence of 
Customer Perceived Value to Customer Loyalty mediated by Customer 
Satisfaction. 
 
Keywords: Customer Perceived Value, Customer Satisfaction, and 
Customer Loyalty. 
